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ABSTRACT 
This study applies-the hierarchy of effects model of information processing 
as well as the situational theory of communication to examine the impact of a 
promotional brochure on Iowa State University students' attitudes toward foreign 
languages in general and Portuguese in particular. _ The purpose of this study is 
twofold: (1) to measure students' involvement in foreign languages; and (2) to 
evaluate the impact of the promotional brochure on students' knowledge about, as 
well as attitude and behavior toward Portuguese as a foreign language. 
The sample consisted of 61 Iowa State University undergraduate students 
enrolled in Spanish 102 who were divided into an experimental and a control 
group. The experimental group received· a promotional brochure (the treatment). 
The group then answered a post-test questionnaire five days later. The control 
group received only the post-test questionnaire. 
The results indicated that students who were exposed to the promotional 
brochure did not differ in lmowledge and attitude compared with the students who 
were not. There was also no difference in behavior concerning foreign languages 
between the two groups. The resl:llts also indicated that the level of involvement 
compared in foreign languages is not related to knowledge, attitudes and 
behavior. 
1 
INTRODUCTION 
For years the practical values of acquiring skills in foreign languages has 
been attacked and even doubted. If this negative attitude is permitted to prevail, 
the results can have a profound impact on the quality of American education and 
how people conduct themselves in an increasingly global society. Currently the 
American public does not have enough information to understand "the importance 
of other languages for our nation and for the education of our youth in the 
shrinking, competitive and multilingual world society we are living in" (Gaston, 
1977, pp. 3-4). 
The evidence for this lack of understanding is mounting. In a research 
study conducted in a secondary school in Florida, 85 percent of foreign language 
students at a practicum school exhibited an ambivalent attitude toward foreign 
languag_e study. This ambivalence stems from the fact that students do not 
perceive any significant value in studying foreign languages (Kudja, 1989). 
Another study, conducted by Keller and Roel (1980), claims that fewer than two 
percent of US high school students are competent in a foreign language. 
To counter this trend, educational institutions have launched public 
relations programs to increase knowledge and change the attitude and behavior of 
students concerning foreign languages. For example, the Washington 
Association of Foreign Language Teachers experienced considerable success 
after distributing Foreign Language Week materials, developing a format for 
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presenting education issues to the community and utilizing the annual state 
conference as a public relations tool. 
Officials at Washington State University report that enrollment in foreign 
languages has increased because of efforts that used media, community 
relations, civic organizations and business representatives to increase public 
appreciation of foreign languages. In a survey conducted in 1980, the state of 
Washington found that private schools and universities indicated slight to dramatic 
increases in enrollment figures (Rogers & McKim, 1980) as a result of their 
promotional efforts. 
The Portuguese Program at Iowa State University hopes to do the same. In 
the last five years, the program has seen low enrollment figures that seem to 
follow a downward trend. For example, in the fall semester of 1994, enrollment in 
Portuguese 101 was 19. This decreased to_ 11 by fall 1996, and to 9 students in 
fall 1998. Clearly, enrollment_ in Portuguese 101, _as well as in other Portuguese 
courses offered by the program, has been decreasing throughout the years. 
To counter this trend, ,the program has launched a promotional brochure 
that is expected to be followed by other public relations endeavors. The brochure 
is designed to increase knowledge about the benefits of learning a foreign 
language, to reinforce favorable attitudes toward the Portuguese language, and to 
increase student enrollment in the university's Portuguese language courses. 
The purpose of this study is twofold: (1) to measure students' involvement 
in foreign languages, and (2) to evaluate the impact of this promotional brochure 
on students' knowledge, attitudes and behavior. 
, 
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The promotional brochure contains information about the benefits of 
studying the Portuguese language (Appendix A). For instance, of all languages in 
the world, Portuguese ranks sixth or seventh in terms of number of speakers. It is 
spoken in Portugal, Br~zil, Angola, Cabo Verde, Guinnea Bissau, Mozambique, 
Sao Tome and Prince, and East Timor. There are more speakers of Portuguese 
in South America than there are Spanish speakers; therefore, knowledge of 
Portuguese and of Lusa-Brazilian languages is extremely helpful for students 
interested in career opportunities in international business, government or related 
fields. 
The outcome of this study will be relevant to the Portuguese Program at 
Iowa State University as well as to ·other foreign language departments in different 
universities and schools. The results of this study could also be helpful to other 
universities and higher learning institutions whose foreign language courses are 
experiencing a decline in enrollment. 
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LITERATURE REVIEW AND THEORETICAL FRAMEWORK 
Measuring the effectiveness of any public relations campaign poses two 
problems; the first is knowing what to measure, and the other is knowing how to 
measure the variables of interest. To know what to measure, it is necessary to 
understand the content of the message, the audience's exposure to the message, 
the effect of this exposure, and the "conditional processes" or situations when 
. effects may or may not occur (Leonard, 1998). 
For years many models, motivational techniques and public relations 
campaigns have been used inside and outside the classroom to persuade 
American students to study a foreign language. There are many studies (Harnett, 
1981; Gaston, 1977; Reschke 1981; Yorke, 1972) that suggest students' 
involvement must be heightened through public relations in order to create 
changes in their attitudes toward foreign languages. One study by Harnett (1981) 
notes that using public relations activities might achieve a higher level of 
involvement for current and potential foreign language students. Among others, 
she recommends the following: 
1. Encourage the involvement of the business and professional community in 
planning and conducting activities and judging competitions. 
1. Encourage local banks and businesses to display greetings in foreign 
languages during foreign language festivals or weeks. 
While Harnett's suggestions may be valid, they fail to address how students 
could be made excited to join these activities to begin with. She basically assumes 
5 
that students are going to be there during foreign language festivals or weeks and 
then the community could be used to reinforce students' involvement in the activity. 
Gaston (1977) agrees that public relations are essential to create attitude 
change: "Permanent public relations campaigns for learning foreign languages 
are necessary to the well-being of this country, of its youth ... " (p. 5). This effort 
must include foreign language teachers whose task is to inform the public about 
the importance of learning another language. In his study, Gaston lists some 
techniques that have been successfully used in Alabama and other states to 
promote foreign languages. These include the use of television, radio and 
newspaper interviews, letters to newspaper editors, spot announcements on radio 
and television, lectures to civic organizations and community groups, and news 
coverage of important language events to which local, state or national 
personalities are invited. 
The basic premise of the above studies is that public relations campaigns 
have the potential to increase student involvement. However, none of the studies 
provide empirical evidence to support this contention. 
Motivation 
Another line of attack has been the use of what Grittner (1974) calls 
motivational techniques which suggest that motivation is what students might 
• 
need in order to change their attitudes toward foreign languages. Motivation, 
according to Grittner, "is the desire to learn the language and move toward some 
goal" (p. 15). Extrinsic motivational devices, such as report card grades, meeting 
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of requirements, words of praise, pats on the head and gold stars, might get the 
students into specific programs of study, or they can serve to get students to a 
point of mastery where intrinsic satisfaction in the activity itself can begin to 
function. 
There is evidence that motivation and attitude might be interrelated. In an 
experiment conducted by Kelman (1953) about motivational determinants of 
cognitive dissonance and consequent attitude change, he induced children to 
write essays discrepant from their private opinions under a condition in which 
everyone gets a prize, and another in which only the few best essays earn a prize. 
He does report less opinion change where his subjects are certain of getting the 
prize. However, he and others have maintained that the opinion change he 
obtained, as well as the change observed in previously cited experiments, may 
result simply from a person's persuading himself/herself, much as a 
communicator might (Cohen, 1967). 
Proponents of motivational techniques also argue that "optimum learning 
takes place when the learner has meaningful involvement in determining either 
what is to be learned, how it is to be learned, or both" (Grittner,1974, p.15). A 
dramatic example of favorable effects resulting from students' involvement is 
shown in the case of Waukeska, Wisconsin high schools, where the students 
select their own courses,. The high schools' course enrollments in advanced 
French and Spanish increased nearly 33 percent each year since 1972, when third 
year mini-courses were first introduced. This process of involving students seems 
to have had a positive effect on the first two years of instruction. After 
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implementation of the advanced-level mini-courses, first- and second-year 
enrollments also began to rise significantly. Such findings suggest that 
involvement with a particular language and students' attitudes are interrelated. 
The Relationship between Attitudes and Behavior 
Advances in communication and psychological research have cast some 
doubts as to whether attitudes have any relation to behavior at all. Researchers 
argue that there is little evidence to suggest that attitude change produced by 
persuasive messages is accompanied by any meaningful change in behavior 
(Severin & Tankard, 1988). 
An early study (1930) had indicated that attitudes might not bear much of a 
relationship to behavior. In a classical discrepant study, Richard La Pierre traveled 
with a Chinese couple, visiting 251 restaurants on the West Coast. They were 
refused service at only one of the restaurants. When La Pierre sent 
questionnaires to each establishment six months later asking if they would serve 
a Chinese couple, all but one said they would not. This study provided evidence 
that people's verbal reports of their attitudes might not be good predictors of their 
actual behavior. 
Another study that questioned whether attitudes are related to behavior is 
the fear appeal study conducted by Janis and Feshbach (1953), where they 
investigated changes in reports of brushing teeth and other dental hygienic 
behavior. The results indicated that those who were really concerned about their 
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teeth after receiving the persuasive messages showed the least change in their 
reported behavior. 
Hierarchy of Effects: The Information Processing Model 
One way to assess the impact of a communication effort on involvement in 
and attitude toward a foreign language is by using the classic information-
processing model. The model states that once a target audience has been made 
aware of relevant information, it may gain knowledge, develop or change attitudes, 
and develop or change behaviors in a linear progression as a result of exposure to 
information (Flay, 1981; McGuire, 1981). In the current research, the 
communication effort in question is the promotional brochure on Portuguese as a 
foreign language option. 
This linear model, sometimes called the "hierarchy of effects" (Pavlik, 1987; 
Ray, 1973), has been shown to be too simplistic. Many contend that behavior 
does not always correspond with attitude change and knowledge gain in a linear 
way (Donohue, Olien, & Bowers, 1971; Stamm, 1972). The knowledge gain, 
attitude change, and behavior change sequence does not necessarily happen in 
that order, according to Donohue (1971). It all depends on some intervening 
factors. For instance, people could be persuaded to buy low-involvement products 
such as cosmetics, mouthwash and toilet paper by supplying them with 
information. In situations involving products like these, people tend to react to a 
communication message better because there is very little cognitive dissonance 
after buying these kinds of products. 
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When audience involvement with a product is high, and there are few 
behavioral alternatives available, behavior can sometimes come first, followed by 
attitude change and later by selective knowledge gain (Ray, 1973). In high-
involvement products, the attitude change may be a result of cognitive dissonance 
due to the uncertainty of the behavioral decision (Flay, 1981; Pavlik, 1987). After 
buying the product, the individual seeks knowledge in order to support the chosen 
behavior and subsequent attitude change. One example is the purchase of 
expensive items such as jewelry and name-brand clothing. After the purchase, the 
buyer will look for information in order to justify or reaffirm his or her behavior. 
When there is high audience involvement and clear differences emerge 
between the behavioral alternatives, the sequence is often knowledge gain, 
attitude change and behavior change. Purchasing behavior follows only after 
people have taken the time to learn about the alternatives and develop attitudes 
toward them. An example of this is the purchase of an automobile where personal 
involvement, in terms of cost, is high and there are a number of choices. People 
are likely to test drive automobiles and read available literature on them before 
making a purchase decision (Leonard, 1998). This hierarchy is well suited to 
explaining situations where (1) the audience is involved with the topic, (2) the 
position advocated by the campaign is clearly distinguishable from others and (3) 
new ideas, services or products are promoted (Ray, 1973). 
One of the most cited applications of learning effects theory is the Yale 
Communication and Persuasion Program, developed as part of a World War II 
study to psychologically· prepare young recruits for combat. In this experimental 
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study conducted by Hovland (1960), two different. versions of the same film were 
compared. One of the films studied was "The Battle of Britain," a 50-minute film 
that had the purpose of instilling greater confidence in America's British allies. 
The research procedure consisted of having an experimental group that viewed 
the film and a control group, and then one week later having them both fill out a 
questionnaire that appeared unrelated but measured knowledge and opinions on 
subjects related to the film. 
The results showed that the film was quite effective in providing factual 
information about the air war over Britain and in changing specific opinions about 
the war; however, the film failed to increase the soldiers' motivations. These 
findings suggest that a single mass communication message is unlikely to 
change strongly held attitudes. According to Baskin and Aronoff (1988), this theory 
is well used in public relations where the persuasion .guidelines are pegged to 
each of the four elements in the communication process: source, message, 
channel and receiver. 
From the above studies, it is evident that.the hierarchy of effects model is 
effective when it deals with purchasing behavior where people's involvement is 
high. However, when it cornes to persuading a target audience to change its 
opinions and attitudes toward foreign languages, it may not be so simple. This is 
because the nature of audience involveme~t is difficult to ascertain, and the 
behavioral choices may be many and not easily distinguished. There may be 
constraints on behavior; thus, levels of knowledge and attitudes may vary 
considerably (Leonard, 1998). 
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Involvement 
High involvement has been found to lead to deeper message processing 
and more enduring attitude change (Petty & Cacioppo, 1986). In this study, 
involvement is hypothesized to intervene between the independent variable (the 
promotional brochure) and the dependent variables (knowledge, attitude and 
behavioral change) in order to create impact. 
In marketing and advertising research, involvement is a variable that 
influences the purchasing behavior of consumers (Vaughn, 1980; Ratchford, 
1987). Most marketing researchers agree that involvement can be defined as the 
perceived personal risk of performing a given behayior. A person is more involved 
if a behavior has a high personal cost (Schultz et al., 1987). There are a number of 
ways in which a behavior can have personal cost or relevance according to 
marketing research (Ratchford, 1987). These include money cost, ego support, 
social value, time and effort, and novelty (Vaughn, 1980). 
Applying this to the current study, foreign language students may perceive 
as a constraint the amount of effort that needs to be expended in the study of a 
foreign language, especially the extended hours of practice. In a situation where 
the student perceives .high personal risk, his/her involvement will be low. 
' 
However, if students perceive that knowing one or more foreign languages can 
form the basis of an interesting career, involvement can be heightened. 
Research has shown that when the personal relevance of a situation is 
high, people are more likely to attend to the quality of messages presented as 
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arguments or counter-arguments than when personal relevance is low (Petty et al., 
1981; Petty & Cacioppo, 1979). 
In addition, more recent research has shown that higher involvement leads 
to an increase in attention paid to the credibility of the source of the message 
(Stamm & Dube, 1994; Straughan, 1996). For example, in an experiment 
conducted by Hovland and Weiss (1951) to determine the effect of the perceived 
credibility of the source, some people were given messages from a highly credible 
source and others were given messages coming from a source of low credibility. 
The results for the immediate after-test show that the high-credibility source did 
produce more opinion change on three of four topics (Figure 1). As shown in the -
figure, immediate after-test scores indicate that a high-credibility source did 
produce more opinion change. However, after four weeks, the degree of change in 
opinion remained approximately the same for the high-credibility and low-
credibility sources, a demonstration of the phenomenon called "the sleeper effect." 
Behavior under high-involvement conditions entails greater risks and 
requires paying more· attention to the consequences of the behavior decision and 
more active use of relevant information (attention to informational media). Low-
involvement purchasing behaviors, on the other hand, have only very slight risk and 
effort associated with them, so they do not affect audience attention nor demand 
as much as use of knowledge and information. 
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Figure 1. The difference in scores between immediate after-test and 
testing results four weeks later, using high and low credibility 
sources 
Figure 2 illustrates the Foote, Cone and Belding (FCB) advertising grid 
which has been used by advertising researchers to study involvement in 
purchasing decisions (Vaughn, 1980). The Y-axis represents involvement in the 
decision to purchase a product. The greater the personal risk involved in 
purchasing a product, the more likely it is that information-seeking behavior will 
occur before purchasing behavior. 
The X-axis represents the motivational basis, rational vs. emotional, for 
purchasing decisions. The Y-axis indicates the perceived or actual personal cost 
involved in purchasing certain products. The greater their personal cost, the 
higher products are placed on the Y-axis. Thus, stereo equipment, automobiles 
and insurance rank high as products associated with a high personal cost or risk. 
Rational 
Decision 
Making 
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High involvement 
Life insurance 
Economy car 
Stereo component 
Emotional 
.-----------+-----------PDecision 
Making 
Paper towels Liquid 
hand soap 
Low involvement 
Salty 
snacks 
Figure 2. The Foote, Cone and Belding advertising grid (adapted from Rachford, 
1987) 
The purchasing of paper,towels, .snacks and soap rank as low-risk behavior. With 
high-involvement product~. information seeking .almost always precedes 
purchasing behavior; whereas in low-risk situations, behavior is likely to come 
first, followed by information seeking to justify the decision (Leonard, 1998). 
The X-axis of the grid pertains to the motivational basis for purchasing 
decisions. Decisions to buy can be made on rational or emotional factors. 
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Products like·salty snacks appeal to taste and are usually not purchased for 
rational reasons, such as nutritional value. Buying life insurance, by contrast, 
involves making very rational decisions. McGuire (1974, 1976) defines thinking 
and feeling in terms of cognitive and affective motives, respectively. Cognitive . 
motives stress a need to adapt to the environment and to find meaning in 
decisions, while affective motives stress the need to satisfy feeling states and to 
attain emotional goals (McGuire, 1976; Ratchford, 1987). Other researchers 
contend that the rational and emotive elements of the FCB grid are not a separate 
dimension of decision-making, but are linked to involvement (Park & Mittal, 1985). 
After examining the rational and emotive factors involved in taking a foreign 
language program, it is pertinent to assury,e that both motivational bases may 
apply to shape one's knowledge, attitude and behavior regarding a foreign 
language. For example, students can be persuaded to take a foreign language 
course because they are convinced that this will make them feel more confident, 
satisfied and more in control of their lives. 
Grunig's Situational Theory of Three Publics 
A communication theory that might help elaborate on the intention of 
students to enroll in an unpopular course is Grunig's situational theory of publics 
(Grunig, 1982, 1990; Grunig & Hunt, 1984). The theory explains the differences in 
message processing and response among different segments of the public 
facing a similar problem or issue (Roser & Thompson, 1995). Making up one's 
mind to study a foreign language may fall under this rubric. 
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Grunig's theory holds that three characteristics of an individual-problem 
recognition, involvement and constraint recognition-influence a wide range of 
dependent variables: information seeking, message processing and retention, 
attitude formation and behavioral responses. Krugman (1965) defines 
involvement as the individual's feelings of being connected to a specific issue. 
Problem recognition is indicated by the frequency with which the individual thinks 
about the problem, and constraint recognition is the belief that the individual can 
personally do little to change the situation (Grunig & Hunt, 1984). 
Grunig's situational theory explains the differences in message processing 
and response among different segments of the public facing a similar problem. In 
his theory of publics, he asserts that individuals who organize and take action on 
an issue can be distinguished from those who remain apathetic. This theory 
suggests three types of publics that public relations campaigns can address: 
latent, aware and active (Table 1). The latent publics are low in problem 
recognition and involvement. They will ~ttend to media passively to determine if a 
problem really exists. If a problem does exist, the public may become aware of it 
through different channels (Leonard, 1998). Roser and Thompson (1995) 
suggest that fear appeals in communication messages are a way to get latent 
publics to become active: · The aware publics are high in problem recognition but 
vary on involvement and constraint recognition. These publics may not be aware of 
behavioral alternatives because until they recognize the problem, they have no 
referent criteria. As such, the aware public is still evaluating the problem and may 
be seeking information to deal with it. 
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Table I. Grunig's "three publics" and their characteristics 
Type of Public 
Latent 
Aware 
Active 
Characteristics 
Indeterminate situation; problem exists but not yet 
recognized. 
Problem recognized; may be dealing with constraints. 
Problem recognized; active information seeking behavior to 
solve problem. 
The active publics are high in problem recognition and involvement, and low 
in constraint recognition. High involvement should make a public active. A fourth 
type of public that may be unreachable through communication efforts might be 
called the apathetic public. This. is those who, when presented with a potential 
problem via the mass media, still do not perceive a problem and thus are not 
involved. They are not seeking behavioral alternatives actively because they have 
no reason to do so (Leonard, 1998). For example, students might think that 
because English is their native language, and it is the dominant language globally, 
they have no reason to learn a foreign language. 
If behavior change is desired, an information campaign must decrease 
people's perception of constraints while generating high-problem recognition. In 
addition, audiences must be made to perceive that they have a high personal 
involvement with the problem (Leonard, 1998). 
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Hypotheses 
Based on.the foregoing literature review, it was hypothesized that: 
Based on the hierarchy of effects model by McGuire, (1981) 
H1: Those who were ·exposed and attended to the promotional brochure will 
have more knowledge about the importance of Portuguese as a foreign 
language than those who were not. 
H2: Those who were exposed and attended to the promotional brochure will 
show more .favorable attitudes·toward Portuguese as a foreign language 
than those who were not. 
H3: Those who were exposed and attended to the brochure will show greater 
intention to enroll in Portuguese courses than those who were not. 
Based on Grunig's (1982) situational theory, 
H4: Students' involvement with foreign languages is related to their knowledge 
about the importance of Portuguese as a foreign language. 
HS: Students' involvement with foreign languages is related to their attitudes 
about the Portuguese language. 
H6: Students' involvement with foreign languages is related to their intended 
behavior concerning Portuguese language courses. 
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METHODS 
Research Design 
This study aimed to determine the impact of an informational brochure on 
the knowledge, attitude and behavior of students regarding the Portuguese 
language. To conduct this experimental post-test design, the variables of interest 
were measured using a self-administered questionnaire. 
Sampling 
The population of this study was comprised of Iowa State University 
undergraduate students enrolled in Spanish 102, an introductory course. The 
sampling frame used was the university's spring (1999) semester catalog, which 
contains all Spanish 102 courses offered during the spring semester of 1999. 
The catalog shows that the Foreign Language Department offered nine sections of 
Spanish 102 that semester, with a maximum capacity of 30 students per section. 
Some of the students were majoring in Spanish; the rest majored in a different 
field of study. The students were drawn from six of these sections which were 
selected randomly for this study. The six sections were divided into an 
experimental group (three sections) and a control group (three sections) of 
Spanish 102 classes which.were sele_cted for analysis because, traditionally, 
those who were enrolled in this class were first- or second-year students who still 
have some flexibility in planning their degree programs. The data were collected 
within five days. 
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On the first day, at the beginning of the class the students from the 
experimental group received a promotional brochure from their class professor. 
The students were told briefly about the promotional brochure and then asked to 
take it home and read it. This brochure contained information about ttie benefits of 
studying the Portuguese language and the availability of Portuguese courses at 
Iowa State. 
Five days after they received the brochure, a questionnaire was 
administered during the first five minutes of class. The questionnaire measured 
students' involvement, attitude, knowledge and behavior toward the Portuguese 
language in particular and foreign languages in general. To control for 
sensitization effects, students were not told that they would be tested. Students 
who received the promotional brochure also had the opportunity to evaluate it in 
the post-test questionnaire in terms of its aesthetic qualities-and content. This 
information may be used to improve the promotional brochure in the future. The 
students in the control group were not exposed to the promotional brochure, 
however, they also filled out the questionnaire. 
_ Survey Questionnaire 
The questionnaire was pre-tested on a convenience sample of 61 ISU 
students to determine how long it took to complete it and to clarify questions that 
might be difficult to understand. Prior to administration of the questionnaire it was 
reviewed and approved by the Iowa State University Committee on the Use of 
Human Subjects. The questionnaire asked about the students' involvement in 
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foreign languages, their attitude toward and knowledge- about Portuguese, and 
their behavior towards the Portuguese language in general. Likert-type scales, 
multiple choi.ce and open-ended questi_ons were used to measure the variables of 
interest. The questionnaire also addressed demographic variables such as age, 
gender, parents' level of education, year in college and major field of study 
(Appendix B). 
Conceptual and Operational Definitions of the Variables 
Brochure 
The one-color promotional brochure was printed on yellow paper. The size 
was 8 1 /2 inches x 11 inches, folded into three panels. The brochure has seven 
visuals related to Portuguese-speaking countries. It contains information about 
international business companies and organizations that hire Portuguese 
speakers, as well as the benefits of studying Portuguese at Iowa State University 
(Appendix A). 
Involvement in Foreign Languages 
Involvement is the degree of thought, planning or effort made by individuals 
prior to making a decision, such as a purchase (Weiner, 1980). In the case of 
foreign languages, the definition of involvement refers to the extent to which 
students are interested enough to study a foreign language. In this study, 
involvement was measured by asking students four questions listed below and 
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assigning each question a score. For question 1, 1 = 1 point; and two or more = 2 
points. For questions 2 - 4, "yes" = 1 point and "no"= 0. 
1. How many foreign languages do you speak? 
__ none one -- two or more --
2. Are you currently enrolled in a foreign language course? 
__ _,yes no --
3. Have you enrolled in a foreign language course before? 
__ yes __ no 
4. Have you taken a non-required foreign language course? 
__ yes no --
The answers were summed to form an involvement index that ranges from 
0 to 5. Those getting 4 - 5 points were assigned to the high-level involvement 
condition; those receiving 0 - 3 were assigned to the low-level involvement 
condition. 
Attitude Toward Portuguese as a Foreign Language 
Attitude is a mental and neural state of readiness, organized through 
experience, exerting a directive or dynamic influence upon the individual's 
responses to all objects and situations with which individuals is related (Severin & 
Tankard, 1980). In this study, attitude was measured by asking students five 
questions. The responses to these items were added to form an attitude index. 
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The following are statements that people make about foreign languages. On a 
scale of 1 to 5, where 1 is strongly disagree and 5 is strongly agree, where do you 
position yourself on each of these statements? 
1. Knowing the benefits of Portuguese will influence my decision regarding the 
foreign language courses I will take in the future. 
1 
strongly 
disagree 
5 
strongly 
agree 
1. Studying Portuguese can help distinguish my resume from those of other job 
seekers. 
1 5 
strongly 
disagree 
strongly 
agree 
1. The acquisition of a foreign language is very important to me. 
1 
strongly 
disagree 
5 
strongly 
agree 
1. Knowing Portuguese will better prepare me for the job market of the 
next century. 
1 
strongly 
disagree 
Knowledge 
5 
strongly 
agree 
Knowledge is the fact or condition of being aware of something. In this 
study it was defined as the amount of information students have about the 
Portuguese language. Operationally, it was measured as the number of correct 
responses to the following five questions. The correct responses were summed 
to form a knowledge index. 
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1. In your estimation, how many people in the world speak Portuguese? 
20 million 
50 million 
200 million 
1. When did Portuguese become one of the official languages of the European 
Union? 
1970 
1986 
1992 
1. How many countries speak Portuguese around the world? 
__ 2 
7 --
8 --
1. The United States' annual trade with Brazil amounts to 
$1 million 
$10 million 
$2 billion 
1. How many Portuguese-speaking residents are there in the United States? 
1,000 
4,000 
1,000,000 
Behavior 
In this study, behavior was measured as the student's intention to enroll in a 
Portuguese language course and visit a Portuguese-speaking country. It was 
tentatively cross-validated by pre-registration enrollment figures in Portuguese 
courses for Spring 1999. According to the Foreign Language department, the 
actual enrollmecnt number for Spring 1999 was a total of 13 students; 8 in 
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beginning Portuguese (Port 102), and 5 students in Portuguese literature (Port 
440). The responses to these items were summed to form a behavior index. 
On a scale of 1 to 5, where 1 is not likely and 5 is very likely, 
1. Will you enroll in a Portuguese course at /SU in the near future? 
not 
likely 
1 4 
very 
likely 
5 
1. Will you visit a Portuguese spe'aking country in the near future? 
not 
likely 
1 2 3 4 
very 
likely 
5 
1. Will you enroll in a Portuguese course at a different college or university in the 
near future? 
not 
Likely 
1 2 
Exposure and Attention 
3 4 
very 
likely 
5 
To separate the experimental and control groups, the following question 
was asked to determine exposure: 
1. Have you read the "Portuguese, Language of the World" brochure handed 
out to you five days ago? 
--~yes __ no [Please go to question 3] 
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The level of attention paid to the brochure was measured by asking the 
following question: 
1. How closely would you say you read the brochure? 
No attention at all 
__ Very little attention 
Fair attention 
Close attention 
__ As closely as I could 
To determine other potential information sources, the following question 
was asked: 
1. Have you read informational materials about Portuguese other than the 
brochure given to you five days ago? 
__ _,yes no --
If yes, what university or organization published this material? 
Evaluation 
Please use the space below to comment on the quality of the brochure. Your 
suggestions as to how the content and appearance of this brochure could be 
improved will help immensely in improving the quality of informational 
materials in the future. 
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Data Analysis 
To test the above hypotheses, t-tests were performed to compare groups 
involved in each hypothesis. the data were analyzed using the software Statistical 
Package for the Social Sciences (SPSS). 
A chi-square test was used to compare the students who attended and 
were exposed to the promotional brochure versus those who were not to 
determine if they differed on the demographic variables-year in college, major 
and gender. At-test was performed to determine if the two groups differ by age. A 
chi-square test was also done to show the differences in the level of involvement 
between the two groups. 
The hypotheses were tested using chi-square and t-tests to compare the 
knowledge, attitudes and the intended behavior of the experimental versus the 
control group, and correlations were employed to determine if involvement in 
foreign languages relates to the same dependent variables. 
Analysis of variance was applied for hypotheses 3 and 6 to determine 
whether the experimental and control groups, as well as low and high involvement 
students, differ in their intentions to enroll in a Portuguese language course. 
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RESULTS 
The demographic fact.ors were examined first to see if there is a significant 
difference among students based on year in college, age, gender and their 
involvement in foreign languages. Students who are more interested and involved 
in foreign languages should not differ significantly from those who are not 
interested or involved in foreign languages ir:i terms of demographic variables. If 
they do, this would indicate that demographic factors play an important role in 
predicting the interest and involvement foreign langl:Jages. 
The sample was comprised of a total of 61 students, 59.3% of whom were 
females. The average age of the sample was 22 years. The largest minority of the 
respondents (41.7%) were seniors, while freshmen, sophomores and juniors 
contributed 11-% each to the respondent pool. Only two members of the sample 
were graduate students. 
The largest minority of the respondents reported a liberal science major 
(34.5%), followed by those majoring in business (12%) and psychology (8.6%). 
The rest were majoring in biology/pre-veterinary medicine (7%), animal science 
(1.7%), agronomy (1.7%), history (1.7%), meterology (1.7%), and other (31.0%). 
A chi-square test was used to compare-the students who attended and 
were exposed to the promotional brochure versus those who were not exposed to 
determine if the students differed on the demographic variables year in college, 
major and gender. As shown in Table 2, students who were exposed to the 
promotional brochure did not differ significantly from those who were not exposed 
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Table 2. Chi-square comparison of students who attended and were exposed to 
the promotional brochure vs. students who were not based on the 
demographic variables 
Demographic variable Chi-square df p-value 
Ye~r in college 15.951 4 0.003** 
Major 5.913 8 0.657 
Gender 3.326 1 0.068 
Involvement 6.718 2 0.035* 
* p=0.05 
** p=0.01 
in terms of gender or major, but they differed significantly on the basis of their year 
in college. Spedfically, more upper class students Uuniors and seniors) were in 
the control group (43%) (also see Appendix C). 
A t-test was then performed for the two groups on the demographic variable 
age which was measured as an interval level variable. As shown in Table 3, there 
was a significant difference in terms of age between the students who were 
exposed to the promotional brochure versus those who were not. The mean age 
of the students who were exposed to the promotional brochure was less (20.3 
years) than that of students who were not (23.3 years). 
A t-test was also done to determine if the two groups differ in level of 
involvement. In general, one would expect that the experimental group, or the 
students who received the brochure, would be likely to demonstrate a greater 
involvement in foreign languages compared to those who had not been exposed. 
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Table 3. T-test comparing students who attended and were exposed to the 
promotional brochure (experimental) and those who were not.(control) 
based on the demographic variable age 
Group 
Experimental 
Control 
N 
23 
35 
No response 3 
Total 61 
Mean age 
20.3 
23.3 
P=0.05; *Equal variances assumed 
t-value df 2-tail significance 
-2.532 56 0.014* 
The resuhs show, however, that there is no difference between the two groups in 
terms of involvement (t = -.68; p = .496). 
Age appeared to be a factor that influenced the students' exposure to the 
promotional brochure. As a result, when testing hypotheses that involved 
exposure to the promotional brochure (Hypotheses 1, 2 and 3), age could interact 
with exposure to the promotional brochure to create an artificial effect on other 
variables. 
In this study the students were divided into two groups. The experimental 
group was comprised of 23 students and the control group 38 (n=61). The index 
for the dependent variable knowledge was from 1 - 5. The range of questions 
answered correctly was from Oto 5, with most students (n=44; 72.2%) falling 
between the range of 1 to 3 (see Table 4). 
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Table 4. Number of questions answered correctly for the dependent variable 
knowledge (n=61) 
No. of questions answered correctly 
0 
1 
2 
3 
4 
5 
No response to the question 
Total 
Mean = 2.086; SD = 1.288; Range = 0-5 
Frequency 
6 
17 
10 
17 
7 
1 
3 
61 
Percent 
9.8 
27.9 
16.4 
27.9 
11.5 
1.6 
4.9 
100.0 
Cumulative percent 
9.8 
37.7 
54.1 
82.0 
· 93.5 
95.1 
100.0 
100.0 
The cumulative score for the dependent variable attitude was from 1 - 25. 
Students answered a total of five questions, each question having a value of 1 - 5 
on a Likert-type scale of strongly disagree to strongly agree. The results show that 
the highest score was 17, with a frequency of 11 (18%) (see Table 5). 
The cumulative score for the dependent variable behavior was from 1 - 15. 
Students answered a total of three questions, each question having a value of 
1 - 5 on a Likert-type scale of not likely to very likely. The results show that the 
lowest score was 3 (n=29; 47.5%), and the highest was 10 (1.6%) (see Table 6). 
The cumulative score for the independent variable level of involvement was 
from O - 5. Students responded to a total of four questions requiring yes/no 
answers. The results show that most level-of-involvement scores fell between 1 
and 2 (n=56; 91.8%) (see Table 7). 
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Table 5. Cumulative score for responses to questions concerning the dependent 
variable attitude (n=61) 
Cumulative score Frequency Percent Cumulative percent 
6 1 1.6 1.6 
9 4 6.6 8.2 
10 1 1.6 9.8 
11 1 1.6 11.4 
12 2 3.3 14.7 
13 6 9.8 24.5 
14 5 8.2 32.7 
15 5 8.2 · 40.9 
16 3 4.9 45.8 
17 11 18.0 63.8 
18 7 11.5 75.3 
19 6 9.8 85.1 
20 1 1.6 88.3 
21 1 1.6 89.9 
22 3 4.9 94.8 
23 1 1.6 96.4 
24 1 1.6 98.0 
No response to the question 2 3.3 100.0 
, .................................................................................................................................................................................................................................. . 
Total 61 100.0 100.0 
Mean = 15.915; SD = 3. 766; Range = 0-25; Index scale: 1 =strongly disagree; 5=strongly agree . 
Table 6. Cumulative score for responses to questions concerning the dependent 
variable behavior (n=61) 
Cumulative score Frequency Percent Cumulative percent 
3 29 47.5 47.5 
4 9 14.8 62.3 
5 5 8.2 70.5 
6 4 6.6 77.1 
7 9 14.8 91.9 
8 2 3.3 95.2 
10 1 1.6 96.8 
No response to the question 2 3.3 100.0 .................................................................................................................................................................................................................................... 
Total 61 100.0 100.0 
Mean = 4.424; SD = 1.802; Range = 0-15; Index scale: 1 =not likely - 5= very likely 
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Table 7. Cumulative score for responses to yes/no questions concerning the 
independent variable level of involvement (n=61) 
Cumulative score Frequency Percent Cumulative percent 
0 1 1.6 1.6 
1 32 52.5 54.1 
2 24 39.3 93.4 
3 4 6.6 100.0 
Total 61 100.0 100.0 
Mean = 1.508; SD = 0.649; Range = 0-5 
Hypotheses Testing 
The first hypothesis deals with knowledge of the Portuguese language 
based on the hierarchy of effects model by McGuire (1981). 
H1: Those who were exposed and attended to the promotional brochure will have 
more knowledge about the imporlance of Porluguese as a foreign language than 
those who were not. 
As shown in Table 8, there was no difference between the knowledge 
means of the experimental and control groups. Students who were exposed to the 
promotional brochure exhibited no difference in knowledge about the importance 
of the Portuguese language compared to the control group. The hypothesis was, 
therefore, not supported. 
An analysis was conducted to see if there was any difference between 
those students who answered how closely they would pay attention to _the 
promotional brochure. The results indicated that there was no difference in terms 
of knowledge between the students who answered fair attention and the students 
who a·nswered very little attention .. Nine students answered that they did not 
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Table 8. T-tests for the amount of knowledge of the importance of the Portuguese 
language based on exposure to the promotional brochure · 
Group No. of responses Mean SD SE of mean 
Experimental 20 2.30 1.380 .309 
Control 38 1.97 1.241 .201 
· No response 3 
Mean difference = .3263 
Levene's test of equality of variances: F=1.283; P=.262 
Variance t-value df 2-tail sig. SE of diff. 95%CI 
Equal .92 56 .364 .356 -.388, 1.04 
Unequal .89 ·35.32 .382 .368 -.422, 1.07 
receive the promotional. brochure. It was assumed that these students were 
absent the day the professor handed out the brochure. 
Taole 9 shows the percentages of correct and incorrect answers given by 
the students in the two groups. The group of students that attended and were 
exposed to the promotional brochures consistently gave correct answers to the 
questions pertaining to Portuguese-speaking countries. It would appear that 
exposure to the promotional brochure increased the knowledge of these students 
on issues related to the Portuguese language. 
A chi-square test was done to compare the responses of the experimental 
and control 1 group. The results showed no difference between these two groups 
in their responses to Questions 1, 2 and 3 of the knowledge test {Table 10). They 
did differ, however, in their responses to Questions 4 and 5. Here, the 
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Table 9. Level of knowledge based on exposure to the promotional brochure 
Responses (%) 
Group Incorrect Correct Cumulative total 
Question .1: In your estimation, how many people in the world speak Portuguese? 
Experimental 
Control 
65.2 
81.1 
34.8 
18.9 
100 
100 
Question 2: When did Portuguese become one of the official languages of the European 
Union? 
Experimental 
Control 
47.8 
61.1 
52.2 
38.9 
Question 3: How many countries speak Portuguese around the world? 
Experimental 
Control 
73.9 
70.3 
26.1 
29:7 
Question 4: The United States' annual trade with Brazil amounts to ... 
Experimental 
Control 
69.6 
43.2 
30.4 
56.8 
100 
100 
100 
100 
100 
100 
Question 5: How many Portuguese-speaking residents are there in the United States? 
Experimental 
Control 
52.2 
22.2 
47.8 
77.8 
100 
100 
experimental group gave more incorrect answers, invalidating the potential 
positive effect of the brochure. The hypothesis was, therefore, not supported. 
Students who were exposed and attended to the promotional brochure did not 
have more knowledge about the importance of Portuguese as a foreign language 
than students who were not. 
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Table 10. Chi-square test showing differences in knowledge between the 
experimental and control groups 
Question Chi-square df p-value 
1. In your estimation, how many people in the world 1.905 1 0.168 
speak Portuguese? 
2. When did Portuguese become one of the official 1.005 1 0.316 
languages of the European Union? 
3. How many countries speak Portuguese around the 0.093 1 0.761 
world? 
4. The UnitedStates' annual trade with Brazil amounts 3.948 1 0.047* 
to ... 
5. How many Portuguese-speaking residents are there 5.619 1 0.025* 
in the United States? 
The second hypothesis deals with fhe students' attitude toward Portuguese 
based on the hierarchy of effects model by McGuire (1981). 
H2: Those who were exposed and attended to the promotional brochure will show 
more favorable attitudes toward Portuguese as a foreign language than those who 
were not. 
As shown in Table .11, there was no difference between the attitude means 
of the experimental and control groups. Students who were exposed to the 
promotional brochure exhibited no difference in attitude about foreign languages 
compared to the control group. The hypothesis was, therefore, not supported. 
37 
Table 11. T-tests for the amount of knowledge of the importance of the 
Portuguese language based on exposure to the promotional brochure 
Group No. of responses · Mean SD SE of mean 
Experimental 22 16.50 4.606 .982 
Control 37 15.56 3.185 .524 
No response 2 
Mean difference = .9324 
Levene's test of equality of variances: F=2.089; P=.154 
Variance t-value df 2-tail sig. SE of diff. 95%CI 
Equal .92 57 .362 1.015 -1.101, 2.96 
Unequal .84 33.08 .408 1.113 -1.331, 3.19 
The third hypothesis deals with students' behavior toward foreign 
languages based on the hierarchy of effects model by McGuire (1981). 
H3: Those who were exposed and attended to the brochure will show greater 
intention to enroll in Portuguese courses than those who were not. 
The responses indicate that behavior did not vary between the groups. As 
shown in Table 12, there was, no difference between the behavior means of the 
experimental and control groups. Nearly all of the respondents indicated that they 
did not have any intention of taking Portuguese courses in the near future. The 
hypothesis was, therefore, not supported. 
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Table 12. T-tests for behavior indicating likelihood to enroll in a Portuguese 
language course based on exposure to the promotional brochure 
Group No. of responses Mean SD SE of mean 
Experimental 22 4.545 1.993 .425 
Control 37 4.351 1.703 .280 
No response 2 
Mean difference = .1941 
Levene's test of equality of variances: F=.228; P=.635 
Variance t-value df 2-tail sig. SE of diff. 95%CI 
Equal .40 57 .693 .489 -.785, 1.17 
Unequal .38 38.91 .705 .509 -.835, 1.22 
Hypotheses 4 6 are based on Grunig's stituational theory (1982). 
H 4: Students' involvement with foreign languages is related to their knowledge 
about the importance of Portuguese as a foreign language. 
A bivariate correlation test was. conducted to determine whether students' 
involvement with foreign languages is. related to knowledge about the importance 
of Portuguese as a foreign language. As shown in Table 13, the results indicate 
that as level of involvement increases, knowledge decreases (-.1577; P=.237); as 
level ofinvolvement decreases ·(-.1577; P=.237), knowledge increases .. However, 
the increases/decreases are not significant. Therefore, hypothesis 4 was not 
supported. 
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Table 13. Bivariate correlation test of the relationship between student 
involvement with foreign languages and knowledge about the 
importance of the Portuguese language 
Involvement Knowledge 
Involvement 1.0000 (61) -.1577 (58) P=.237 
Knowledge -.1577 (58) 1.0000 (58) P=.237 
H5: Students' involvement with foreign languages is related to their attitudes about 
the Portuguese language . . 
A bivariate correlation test was conducted to determine whether students' 
involvement with foreign languages is related to attitude about the importance of 
Portuguese as a foreign language. As shown in Table 14, the results indicate that 
as level of involvement is increased, attitude increases (.1236; P=.351); however, 
the increase is not significant. Therefore, hypothesis 4 was not supported. 
Table 14. Bivariate correlation test of the relationship between student 
involvement with foreign languages and attitude about the importance 
of the Portuguese language 
Involvement Attitude 
Involvement 1.0000 (61) .1236 (59) P=.351 
Attitude .1236 (59) 1.0000 (59) P=.351 
H6: Students' involvement with foreign languages is related to their intended 
behavior concerning Portuguese language courses. 
A bivariate correlation test was conducted to determine whether students' 
involvement with foreign languages is related to knowledge about the importance 
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of Portuguese as a foreign language. As shown in Table 15, the results indicate 
that as level of involvement is increased, behavior indicating likelihood to enroll in 
a Portuguese language course decreases (-.0313; P=.814); as level of 
involvement decreases (-.0313; P=.814), behavior indicating likelihood to enroll in 
a Portuguese language course increases. However, the increases/decreases are 
not significant. Therefore, hypothesis 6 was not supported. 
Table 15. Bivariate correlation test of the relationship between student 
involvement with foreign languages and behavior affecting likelihood to 
enroll in a Portuguese language course 
Involvement Behavior 
Involvement 1.0000 (61) -.0353(59) P=.814 
Behavior -.0353 (59) 1.0000 (59) P=.814 
·Exposure and Attention 
The students in the experimental group were required to respond to four 
additional questions about exposure and attention to the promotional brochure 
and one open-ended question that solicited their suggestions to improve the_ 
content and appearance of the promotional brochure. 
Fourteen students said that they read and paid attention to the promotional 
brochure while eight students said they did not. Eight students responded that 
they paid fair attention to the brochure. Twenty reported that they had never read 
informational material about the Portuguese language before. Eleven students 
indicated that they would not pass along the promotional brochure to a friend. 
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All of the students who saw the promotional brochure commented that the 
content and appearance of the brochure was "really nice," even suggesting not to 
make any changes in the appearance of the brochure. They thought that the 
brochure was eye-catching and the information was really helpful. 
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DISCUSSION 
This study used the hierarchy of effects model of McGuire ( 1981) and the 
situational theory of Grunig (1982) to examine some factors that could influence 
students' knowledge about, as well as their attitude and behavior toward, 
Portuguese as a foreign language. An experimental group who received a 
promotional brochure was compared against a control group of students to see if 
there are differences in attitude, knowledge, and behavior after exposure to the 
promotional brochure. Twenty-three students were in the experimental group 
while 38 were in the control group. 
Demographics 
The experimental group responding to the questionnaire was comprised of 
22 students whose native language was English and one student whose native 
language was Portuguese. The control group was comprised entirely of students 
whose native language was English. 
A chi-square test was used to compare the students who attended and 
were exposed to the promotional brochure versus those who were not exposed to 
determine if the students differed on the demographic variables: year in college, 
major and gender. The students who were exposed to the promotional brochure 
did not differ significantly from those who were not exposed in terms of gender or 
major, but they differed significantly based on their year in college. It was found 
that older students were more in favor of taking foreign languages. Students in the 
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control group who were 23 years of age and above showed a significant difference 
in involvement with a foreign language. This might be due to the fact that older 
students are starting to focus on the world of work and seeking jobs that may 
require a foreign language. 
Hierarchy of Effects Model (H1-H3) 
The findings for the first three hypotheses are based on McGuire's (1981) 
hierarchy of effects model. Although the first hypothesis was not supported, the 
experimental group of students that attended and were exposed to the promotional 
brochures consistently gave the correct answers to the questions pertaining to 
Portuguese-speaking countries. This may be entirely due to the fact that exposure 
to the promotional brochure increased the knowledge of these students on issues 
related to the Portuguese language. The control group did better and showed 
statistically significant responses in Question 4: "The United States annual trade 
with Brazil amounts to ... " and Question 5: "How many Portuguese-speaking 
residents are there in the United States>" Most of these students were business 
majors and, therefore, these responses are common knowledge to this group of 
students. 
While there is no difference between the two groups based on the attitude 
index, students who were exposed to the promotional brochure considered foreign 
languages less difficult than the other courses they had taken whereas students 
who had not been exposed to the promotional brochure thought that the foreign 
language courses were more difficult compared to courses they had taken before. 
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This may be due to the fact that students who were exposed to the brochure 
learned about the benefits of studying Portuguese and thus perceived that a 
foreign language course is not difficult compared to other senior-level courses. 
Even though Portuguese is a high-involvement course, the benefits of learning the 
language are perceived to be valuable in the job market. 
All of the respondents indicated that they did not have any intention of taking 
Portuguese courses in the near future. This response could be simply due to the 
fact that most of the students were seniors and thus are not likely to remain at ISU 
following graduation. It may also be due to the fact that ISU only offers a minor in 
Portuguese, rather than a major. A student -minoring in Portuguese needs to 
complete 18 credits related to Portuguese which can be an expensive proposition. 
In addition, few students in the experimental group were aware that ISU offers a 
minor in Portuguese. 
Situational Theory (H4 - HG) 
The students' involvement in foreign languages was not found to be related 
to knowledge, attitude and behavior. In this study Grunig's theory of involvement 
was not supported. The reason for these results might have been that the 
students in the experimental group fell in what Grunig calls "an apathetic public." 
This public, when confronting a potential problem via the mass media, still does 
not perceive the problem and thus does not get involved. Another possible reason 
for this result could be that the size of the sample was too small. 
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· Additional Observations 
The following additional observations are based on the findings of the 
study: 
1. Older students tend to be more involved in the study of a foreign language. 
2. Brochures related to the language being studied are useful handouts. 
3. There is no relationship between gender and involvement in a foreign 
language. 
4. Age does contribute to involvement in a foreign language. Older students, 
particularly those who are near graduation, perceive they have a better 
chance of getting a job if they have knowledge of a foreign language. 
5. Portuguese is not yet perceived as a profitable language to study because 
students first consider taking Spanish. Spanish still seems to be the more 
salient language to study as there are approximately 30 million Hispanics in 
the United States and there are more than 250 million people in Spain, the 
Americas and Africa combined who speak Spanish. 
6. This study focused on assessing the knowledge, attitude and behavioral 
impact of a brochure ori the Portuguese language which was given to 61 
students who were enrolled in Spanish 102. Some were exposed to a 
promotional brochure prior to the administration of a questionnaire. 
Exposure to the brochure did not impact the students' ability to correctly 
answer the knowledge, attitude, and behavior questions. 
7. Involvement was not related to students' knowledge, attitude and behavior 
toward foreign languages. 
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RECOMMENDATIONS 
The findings of this study suggest that college students need to be further 
motivated to study Portuguese. Such motivational tools could include a section of 
Brazilian culture in a Spanish cultural class, which could be taught in Spanish, that 
would open a window of opportunity to introduce the Portuguese language. 
Students could note the similarities and differences in the language and culture. 
Other recommendations include the following: 
• Spanish majors could also be required to take one semester of 
Portuguese. ltmight be in the form of a simple course for oral Portuguese, 
designed to expose the Spanish major to the Portuguese language. 
• Iowa State University could also experiment with a cinema studies course 
where students could be exposed to both languages. 
• The Foreign Language Department could also offer cultural fairs where they 
could provide food, music and invite Portuguese speakers to present any 
given topic related to Portugal or Brazilian affairs. 
• Celebration of Foreign Language Week could include Brazilians and 
Portuguese. 
• Students newspaper articles could be written promoting the benefits of 
studying Portuguese as a·foreign language. 
• The ISU TV channel could conduct interviews with the Portuguese faculty to 
promote awareness of the language on campus. 
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This study focused on the perceptions of college students who were 
enrolled in a beginning level Spanish course. Future research could include a 
larger population of students in order to make generalizations. Students who are 
enrolled in a foreign language course at the high school level could also be 
surveyed to see if there is a difference between students at the high school and 
college level. In addition, a qualitative investigation of the motives and attitudes 
students have toward studying the Portuguese language could be undertaken. 
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APPENDIX A. PROMOTIONAL BROCHURE 
PORTU6UESE 
PR06RAM AT ISU 
Iowa State University offers a minor, 
in Portuguese that can be completed 
in three years: 
Portuguese 101-102, 1998-1999 
Portuguese 2tt-340, 1999-2000 
Portuguese 341-440, 2000-2001 
·-Class size is kept to a minimum in 
order to focus on group work and 
learning how to communicate, as 
well as how to read and write effec-
tively. 
-The program encourages the use of 
language labs for the development o 
listening and speaking abilities. 
- Portuguese native speakers 
are available as conversation part-
ners. They also help the students with 
social and cultural events. 
-Native speakers are also frequently 
invited to class to give the students 
an opportunity to practice the 
language in a real situation. 
PORTUGUESE, 
LAN6UA6E 
OF THE. WORLD 
~j 
ft 
1-. 
.J::,.. 
(0 
THE PORTUGUESE. 
LANGUAGE IN 
THE WORLD 
-Aproximately 200 milliC>n people speak 
Portuguese throughout the world today. 
-Portuguese became one of the official 
languages of the European Union in 1986. 
-Among languages, it ranks as the third most 
spoken European language in the world, as it 
is the official language of eight countries 
located in three continents: . 
Portugal (9.9 million), Brazil (151 million), 
Angola (10.3 million), Caho Verde 
(346,000), Guinnea Bissau (1 million) , 
Mozambique (15.3 million), Sao Tome and 
Principe Island (126,000), and East Timor 
(100 million) 
··i.\ 
Cl)' 
... . 
INTERNATIONAL BUSINESSES 
UTILIZING PORTUGUESE 
SPEAKERS 
Anchor International Equipment 
Anderson Consulting 
Datametrica 
DDS Electronics and Computers 
Express Graphics 
Express Line Ltd 
Florida Review Newspaper 
Greyhound Express 
lmagecrafters Corporation 
Interactive Equity Partners 
ITI International Trade 
Kool Designs International 
Microsoft Corporation 
Peace Corps 
Remax Preferred Groups 
Royal Watch Inc. 
Trace International Corporation 
Trans-America Enterprises 
Turner Television-Cartoon Network 
Universal Studios 
U.S. AID 
Walt Disney Enterprises 
WHY SHOULD I STUDY 
PORTUGUESE ? 
Portuguese is one of the most impor-
tant languages for business and culture. 
Studying Portuguese can help you distin-
guish your resume from those of other job 
seekers. You can learn more about Portu-
guese speaking countries' fascinating history, 
contributions and culture. The knowledge 
you acquire will : 
-Make you a better neighbor, you will he 
able to communicate with some 1,000,000 
Portuguese speaking residents in the U.S., 
whose number is incr.easing everyday. 
-It will prepare you for the job market in 
the next century. 
-Studying Portuguese will provide a 
competitive edge for those seeking 
careers in business, industry, health, 
agriculture, education and human 
resources, in Europe, Latin America 
and Africa. 
-Because the U.S. alone does more than 
two billion dollars 
worth of trade yearly 
with Brazil, you, 
as a Portuguese 
speaker will have 
the key to the future. 
n ·.: ... ; •· 
L. 
.Hi 
)U 
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01 
0 
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APPENDIX B. QUESTIONNAIRE 
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Hello, my name is Sandra Correa. I am a graduate student in the 
Interdisciplinary Graduate Program. I am conducting a research project on the 
impact of a promotional brochure on students' involvement in a foreign · 
language. Your group was selected randomly from the ISU Spring 1999 Catalog 
of classes. I would appreciate it if you can spare me a couple of minutes to fill in 
this short questionnaire. The information you provide will be strictly 
confidential. 
Involvement 
1. What is your native language? 
2. How many foreign languages do you speak? 
__ none one -- two or more --
3. Are you currently enrolled in a foreign language course? 
__ yes no --
4. What are the language course(s) you are presently taking? 
(Please check all courses you are taking this semester). 
__ Spanish 
French --
Italian --
___ Portuguese 
German --
Chinese ---
___ Japanese 
__ Other (Please specify) ___ _ 
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5. Have you enrolled in a foreign language course before? 
__ yes no --
6. Have you taken a non-required foreign language course? 
__ yes no --
Attitude 
The following are statements that people make about foreign languages. On a 
scale of 1 to 5 where 1 is strongly disagree and 5 is strongly agree, where do you 
position yourself on each of. these statements? 
1. Knowing the benefits of Portuguese will influence my decision regarding 
foreign language courses I will take in the future. 
1 
Strongly 
disagree 
__ 5 
Strongly 
agree 
2. Studying Portuguese can help distinguish my resume from those of other 
job seekers. 
1 
Strongly 
disagree 
5 
Strongly 
agree 
3. The acquisition of a foreign language is very important to me. 
1 
Strongly 
disagree 
__ 5 
Strongly 
agree 
4. Knowing Portuguese will prepare me more for the job market of the next 
century. 
1 
Strongly 
disagree 
__ 5 
Strongly 
agree 
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Knowledge 
Please choose the best answer to the following questions: 
1. In your estimation, how many people in the world speak Portuguese? 
20 million --
50 million --
200 million --
2. When did Portuguese become one of the official languages of the European 
Union? 
1970 --
1986 --
1992 --
3. How many countries speak Portuguese around the world? 
2 
7 
8 
4. The US annual trade with Brazil amounts to how much? 
$US 1 million 
$US 1 0 million 
$US 2 billion 
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5. How many Portuguese speaking residents are there in the US? 
1,000 
__ 4,000 
-- 1,000,000 
Behavior 
On a scale of 1 to 5, where 1 is not likely and 5 is very likely, where do you position 
yourself on each of these statements? 
1. Will you enroll in a Portuguese course at ISU in the near future? 
not 
likely 
1 2 3 4 
very 
likely 
5 
2. Will you visit a Portuguese speaking country in the near future? 
not 
likely 
1 2 3 4 
very 
likely 
5 
3. Will you enroll in a Portuguese course at a different college or university in 
the near future? 
not 
Likely 
1 2 
Demographics 
1. What is your gender? 
3 
Male Female 
4 
very 
likely 
5 
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2. How old were you _on your last birthday? 
__ years 
3. What year are you in college? 
Freshman 
__ Sophomore 
Junior 
Senior 
Graduate 
4. What are you majoring in? 
Exposure and Attention 
1. Have you read the "Portuguese, Language of the World" brochure 
handed out to you five days ago? 
___ yes __ no [Please go to question 3] 
2. How closely would you say you read the brochure? 
No attention at all 
__ Very little attention 
Fair attention 
Close attention 
__ As closely as I could 
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3. Have you read informational materials about Portuguese other than the 
brochure given to you five days ago? 
__ _,yes __ no 
If yes, what university or organization published this material? 
Evaluation 
Please use the space below to comment on the quality of the brochure. Your 
suggestions as to how the content and appearance of this brochure. could 
be improved will help immensely in improving the quality of informational 
materials in the future. 
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APPENDIX C. RELATED DATA 
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Demographics 
Male Female 
Male or Female 
Figure C-1. Respondents based on Gender 
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Q) 
LL 0 
18.0 22.ci - 24.0 26.0 31.0 36.0 
19.0 21.0 23.0 25.0 28.0 32.0 44.0 
AGE 
Figure C-2. Respondents based on Age 
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Figure C-3. Respondents based on major 
Freshman Sophomore Junior Senior Graduate 
Figure C-4. Respondents based on year in college 
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Figure C-5. Respondents based on group 
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Statistical Tests - Exposure and Attention 
Have you read the "Portuguese language of the world" brochure handed out to you five days ago? 
Frequency Percent Cumulative Percent 
Valid 1 = Yes 14 23 23 
2 = No 9 15 38 
.... Missing ......................................................................... 38* ........................... 62 ................................ 100 ................. ... 
Total 61 100 
* The control group (n=38) did not complete this portion of the questionnaire. 
How closely would you say you read the brochure? 
Frequency Percent Cumulative Percent 
Valid Very little attention 5 8 8 
Fair attention 8 13 21 
Close attention 1 2 23 
.... Missing .......................................................................... 47* .......................... 77 ................................. 1.00 ................... . 
Total 61 100 
* The control group (n=47) did not complete this portion of the questionnaire. 
Have you read informational materials about Portuguese other than the brochure given to you five days 
ago? 
Frequency Percent Cumulative Percent 
Valid 1 = Yes 1 2 2 
2 = No 21 34 36 
.... Missing __ ....................................................................... 39* ........................... 64 ............................... 100 ................... . 
Total 61 100 
* The control group (n=39) did not complete this portion of the questionnaire. 
Would you pass on this promotional brochure to a friend? 
Frequency Percent Cumulative Percent 
Valid 1 = Yes 8 13 13 
2=No 11 18 31 
, ... Missing ___ , ..................................................................... 42* ........................... 69 ................................ 100 ................... . 
Total 61 100 
* The control group (n=42) did not complete this portion of the questionnaire. 
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